Being one of the most important textile and apparel producers for years, Turkey began to become active in terms of retailing. Although retailing industry is in its growing phase, the social and economic influences caused the customers' tastes and demands to be more distinctive and segmented in parallel with the advancement of the retail industry. Therefore, the retail industry began to develop in more fragmented way where clear boundaries between different types of retailers were established. In this study, the apparel retail market is overviewed and analyzed within the context for determination of the current situation and future prospective. To this aim, the textile and apparel companies that are active in Turkey were classified into groups based on the type of distribution channels they used. Then, the performances of the groups were established using the secondary type of resources. Finally, the findings were summarized, by showing the similarities and differences between different channels.
I. Introduction
Turkey is one of the significant global players in textile and apparel industry. The value of exports has become 6.5 billion dollar in textile, 14.6 billion dollar in apparel and 21,1 billion dollar in total in 2010 enabling the textile and apparel industry to be ranked as the top exporting industry (ITKIB, 2010) . The textile and apparel industry improved its performance in domestic retailing industry recently benefiting the huge young population and large consumer base.
Retailing is a set of activities which provides buying necessary product or selling services to meet the personal or family needs of consumers and retail store takes place at the end stage of distribution process (Misirli, 2010) . In general, any type of business that sell finished goods to an end user or final consumer is considered to be the part of the retail industry. So the retail industry involves different general categories such as accesorieses, electronics, textile, apparel and so on. Most of the time, the sales figures and economic data are reported considering these types. The retail industry is well developed for textile and apparel goods with the stores focusing on the selling of large amount of textile and apparel goods. Thus, the retailing industry is the last ring in textile and apparel value chain which is highly influenced from the changes European clothing retailers are classified in 6 categories under 2 types which are specialised and non-specialised.
Non-specialized retailers are the department stores, variety stores, hyper and supermarkets, mail order retailers.
And specialised stores are the specialty chains and independent stores (Baker & McKenzie, 2007 and anticipate the future for the industry however.
In this study, Turkish apparel retail industry and the future perspective is analysed and the classification of the distribution channels are given with their performances, similarities and differences in order to provide a better understanding of the industry.
II. Literature Review
In this section the apparel retail industry is overviewed and the future prospective is given using secondary type of resources.
According to the data taken from AMPD (Shopping In a study, young generation was found to be purchasing more than the young generation (Ilter, Akyol, & Ozgen, 2009) . Moreover young population were taken into account as an indicator for the future potential as the youths continue to purchase the same brands in their adulthood (Ilter, Akyol, & Ozgen, 2009 ). 
III. Method
In the first part of the study, the classification of distribution channels that are active in Turkish apparel industry is made by giving some characteristics, similarities and differences of these channels. In the second part, the performance of different channels is given and the activities of different channels are pointed out.
The data for the first part of the study was collected by using secondary type of resources and observations.
The data for the second part was collected through secondary type of resources and an telephone interview was conducted among the Turkish textile and apparel retailers that are active in Turkish market whose list was taken from the Turkish time magazine.
The current activities and approaches of the retailers were seeked out through interviews that were made in 2010 within the content of this study.
IV. Results
The fragmented structure of the industry and the characteristics of different types
Different types of distribution channels act in diffe- Thanks to these stores manufacturers takes an opportunity holding on their hands to control of discounted items (Misirli, 2010) . Outlets sell the national brands usually and they are usually located next to the production units such as the case for Mavi. -965 -
Distribution channels, their performances and characteristics of apparel retailers in Turkey
The performances of the retailers were analyzed using the data from Turkishtime 2011 (TurkishTime, 2011 . Within this resource, all the retailers in Turkey were listed including the apparel, food, accessorizes etc with the information about their turnover, number of stores space in meter squared. In this list, the data related with three types of apparel retailers were found out and compiled as in Table 2 . According to the Table, most of the apparel retailers have the specialty stores or chains. On the other hand, the average turnover rate is higher for the department stores which cover higher number and type of products in their portfolio. Considering the average number of stores for the department stores and specialty chains, it can be stated that the specialty stores are preferred and will be more likely to be preferred because of their ability to be quicker in terms of penetrating the market by requiring smaller investment.
Regarding the distribution channels for apparel retailers another group of data was compiled from another study (Saricam, 2010) . Within this study, a survey was conducted among the apparel producers in Turkey in order to find out their distribution channels and their activities in both domestic and international level. According to the survey, the distribution channels that these producers are using include the department stores, chain stores, dealers, independent stores, specialty stores, outlet stores and dealers as seen in Table 3 .
Nonetheless, it was found out that most producers Hypermarkets are also another type of distribution channel for the apparel for quick penetration. But it was seen that only 3 of the hypermarkets among 9 listed in the reference act in the field of selling apparel goods. sell their products in chain stores. The dealers, outlet stores and internet are the other common areas of selling.
In the same survey, the promotion and pricing methods of the retailers were also analyzed. Regarding the pricing methods and promotion methods, it was found out that demand based pricing is used both domestically and internationally. Moreover, the sales promotion is carried out as the most common method of promotion followed by advertising through media and store window dressing. The type of pricing activities and promotion activities were not analyzed considering the type of distribution channel however. This is probably because of that retail channels in the same category present their products in different price ranges which affect their marketing approaches considerably.
V. Conclusion
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Classification of distribution channels of textile and apparel retailers in Turkey 복식문화연구 -966 -This study showed that the textile and apparel retailing industry has the advantage of well developed background industry and has the potential to be improving market for the retailing industry because of the young population.
The classification of the retail industry showed similar properties to the retailing classification in Europe.
Whereas the independent stores are found to be acting in the field of textile and apparel retailing, the specialized chain stores loomed forward among the other channels being followed by department stores. This meant that the companies prefer to sell goods to specific customer segments. Besides e-retailing activities acts parallel with the other retailing activities and they are usually used as supportive marketing tools.
On the other hand, with the emergence of the shopping clubs and private shopping sites they began to act as separate business units or distribution channels.
In conclusion, it can be said that the textile and apparel industry continues to improve itself by modifying itself to customisation in order to increase the satisfaction of the customers.
